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Biography:Biography:
Kathy “K.P.” Pelleran joined Fight Crime: Invest in Kids Michigan 
as its State Director in March 2001.  Fight Crime: Invest in Kids is 
a nonprofit, crime-prevention organization led by more than 400 
Michigan sheriffs, prosecutors, police chiefs and violence 
survivors.  Since working as a county youth counselor where she 
sat on the CAN Team, Pelleran has worked in public policy 
development for the past thirty years.  She worked for State 
Senator Mitch Irwin, U.S. Senator Carl Levin (D-MI), and was a 
press secretary for a Member of Congress. She has directed 
several statewide organizations involving crime prevention, 
consumer, health, environment, and insurance policy issues.  
She also directed several successful issue campaigns where she 
helped to beat big tobacco, big insurance, big garbage, and lost
an ugly war to big oil (leaving Michigan with term limits).  
Internationally, Pelleran was a program officer and trainer for the 
National Democratic Institute for International Affairs based in
Moscow, Russia, where she conducted leadership development 
training programs in the former Soviet Union for members of 
parliament, political and civic leaders, and candidates for public 
office.  She was a community college trustee for seven years,  
and has served on several other non-profit boards.  She holds a 
B.A. from Lake Superior State University and will receive her 
M.P.A. June 2009 from Western Michigan University.
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In pursuing public policy issues 
and working with decision-
makers, there is a formula for 
winning -- understand the legal 
perimeters, clarify the goal, 
establish a strategy, and put it 
all together to wholeheartedly 
pursue victory.  This workshop is 
designed to help you learn and 
practice the formula.
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lives
Give people a sense 
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Alter the relations 
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Be worthwhile
Be winnable
Be widely felt
Be deeply felt
Be easy to 
understand
Have a clear target
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Getting your ducks in a row:Getting your ducks in a row:



Establish a Strategy:Establish a Strategy:

Understand & clarify what you 
want to accomplish 
Assess available organizational 
tools
Determine supportive allies and 
partners
Determine opponents
Target decision-makers
Identify opportunities and 
actions to advance objectives
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Clarify the Goal:Clarify the Goal:

Will your goal make a positive 
difference in the lives of your 
group?

Members
Organization
Clients
Participants
Neighborhood
Constituency
Others
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Putting it all together:Putting it all together:

Organizational Tools:

Facility
Equipment
Expert staff: program, legal, 
media relations
Success stories
High-profile board members
Research: longitudinal studies, 
empirical data, briefs
Funding
Other
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Opponents:

Who, what are they?
What can they do to your 
effort?
Can you turn them into an 
ally?
When do you cut your 
losses?
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Targeting decision-makers:
Primary -- Those who can give you what you 
want?  Your power relationship?
Secondary -- Those who can get you to a 
primary target.  Your power relationship?
Tools:  Citizens Guide to Gov’t

www.legislature.mi.gov/documents/Publications/CitizensGuide.pdf
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Tactics: use with each target to 
make your power felt.

Related to the goal
Backed by power
Understood by membership
Creative & fun
Flexible

“The more pressure the tactic 
applies, the more powerful the 
organization must be” (Bobo, et. 
al. 1991).
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Types of Tactics:

Briefing Meetings
Lansing
In-district

Community Conversations
Crime Prevention and Intervention 
Days

Media events
Site visits
Actions for Information & Demands
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Actions for Information & 
Demands:

Using Media
Bringing the Party to the decision-
maker’s office
Letters, post-cards, faxes, e-mails, 
phone calls (hourly, daily, weekly, 
monthly)

“An action is a low- to medium-power 
tactic … more useful in the opening 
phases of a campaign” (Bobo, et.al, 
1991).
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Actions using Media (Print, TV, 
Radio, Electronic medium):

Press Conferences
Media Briefings
Letters to Editors about 
targets/issues
Op-Ed pieces
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Strategic Media:Strategic Media:

1. Planning a campaign
2. Moving issues in the media
3. Building press strategies
4. Framing the debate
5. Developing press lines
6. Understanding media
7. Picking spokespeople
8. Maintaining press contacts
9. Developing quality materials
10. Targeting your message to the right 

audience.
Review - Revise - Repeat
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Strategic Media:Strategic Media:

Press calls
Respect deadlines - open call with 
“are you on deadline?” If yes, ask 
when a good time to call might be.
Be organized:  Have background 
information and names/numbers of 
spokespeople handy.
Ask reporter for correct fax and e-
mail address to send releases to.
Use a checklist to remember to get 
pertinent information on reporter 
and/or media outlet, i.e., names 
and contact information.
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Press Kits
Cover memo or press release
Fact Sheets on Issue(s)
History of Issue(s)
Quotes or comments by experts or 
celebrities
Selected press clippings
Analysis (if applicable)
Charts, visuals, photos
Biography of Spokesperson
Annual Reports
Copies of public testimony
Standard one-page description of your 
organization
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Media Briefings: Reach reporters 
with story ideas

Reserve facility i.e. conference room or 
large office that seats 8-12 
Coordinate written materials, research, 
press lines, and main themes.
Personally invite reporters by phone and 
follow-up with written invitation.
Call a few days prior to confirm their 
participation.
Facilitate event to impart 
research/material, stay focused, keep all 
engaged
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Media Briefings:Media Briefings:

Walk through session in 
advance:  Make sure receptionist 
knows your whereabouts for 
event.

During the briefing:
Introductions
Offer refreshments
Facilitate meeting
Record attendance
Follow-up phone calls or send 
materials after event.
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Contacting Media
Format
Timing
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Press Kits
Follow-up
Evaluation
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One week before: Check facility, 
equipment, send out media alert
Day before: 

Solidify speaker line-up and talking 
points
call media and urge attendance check 
wire service daybooks
produce all materials and extra copies
Review site details
Type up speaker list and titles

Morning of Press Conference:
Follow-up calls to assignment desks
Check room and walk through with 
speakers.
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On-Air Interviews:On-Air Interviews:

Watch and tape shows in advance
Send materials to producer
Put in writing for your speaker contact 
info for station, directions, name of 
host, date/time to be at station, 
date/time show to air, names of other 
guests
Spokesperson urged to be friendly 
with host and staff, wear organization 
pin/logo
Send thank you after program
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Print Interviews:Print Interviews:

In advance: brief reporter on org 
goals, give reporter materials, kits, 
bios, GET prior articles written by 
reporter.
Ask if spokesperson to be interviewed 
by phone/in person.
Who else being interviewed?
Photo?  Bring one or do they take 
one?
Length of interview
When will piece run?
During interview, press staff or 
volunteer should sit in and take notes.
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Setting Up Media Tools:Setting Up Media Tools:

Office resources:  media directories, direct 
news phone lines/fax number/e-mail
Systems to establish: Store news/media clips 
(sign-up for Google news clips), media lists 
with contact info on computer, and in e-mail
Artwork & Visuals (logos, graphs)
Equipment:  computer, e-mail, fax, phone, 
tape recorder
Notebooks on:  all press releases & media 
mailings, news clips, research
Forms:  Press call form, Press Kit form, Press 
Briefing form, Interview Checklists
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Actions Educating Legislators & 
Staff: 
Schedule meetings: Office, district, 
offer site visit.
Provide expert research and 1-page 
summary
Send cards, letters, e-mail, faxes
Invite, follow-up, give your message
Request media coverage
Be fair, respectful, hospitable
Get in the game and stay in the game
Review - Revise - Repeat
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Budgeting:Budgeting:

Event:_______
Income: est. revenue     

Fees   $___x___# participants           =  $_____
Ads $___x___# ads                      =   _____
Other  $___x___#                             =   _____

Total: $_____
Expenses: est. expense

Meals $__x__#participants = $____
All other supplies, fees, staff     =  ____

(list line-by-line) Total: $_____

Do estimated and actual revenue/expense.
Actual Total Income - Total Expense = $ Profit/loss
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Phone: (517) 371-3565  Fax: 3567  
E-mail: kppelleran@fightcrime.org
Website: www.fightcrime.org

To get policy e-updates on:
Early childhood issues, e-mail request to: 

daberlich@fightcrime.org
Other updates for after-school and juvenile 

justice are also available upon request.
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